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ABSTRACT (ENGLISH) 
This thesis explores a neglected issue in Word-of-mouth (WOM) research — how 
negative WOM might influence dissatisfied consumers. Two streams of research 
(attitude polarization and social comparison) point to contrasting effects of negative 
WOM on consumer dissatisfaction: aggravation versus alleviation. In this thesis, we 
propose that the precise impact of negative WOM is contingent on the content of the 
- WOM message. Specifically, we predict that an evaluative (vs. experiential) negative 
WOM message results in an aggravating (vs. alleviating) effect. 
Two experiments provide support for this prediction. In study 1, we show that a 
non-personal, evaluative message has an aggravating effect on consumer dissatisfaction, 
whereas a personal, experiential message has an alleviating effect. Study 2 provides 
further evidence for dissatisfaction alleviation and explores its underlying mechanism. 
By situating the WOM message in different contexts (person-focused vs. product-
focused), we show that both the message content and message context exert moderating 
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Consider the following quotes from an Internet forum. 
One consumer described the problems concerning a product: 
I have the GE 6 qt digital pressure cooker since January 2007 and today when I 
started to use it, it wouldn't build pressure. Steam came out around the lid and 
the liquid boiled down, counter never started. Has anyone else had this 
problem? 
Another consumer detailed her experience: 
Two nights ago, I ran out of my normal moisturizer and used a Clinique 
sample...! noticed red blotches forming on my skin. I washed my face 
immediately and applied some Sigmacorte cream. When I woke up this 
morning my face is bright red over my whole cheeks and feels like being 
badly sunburnt. Has anyone had a similar experience with this product? 
Suppose your pressure cooker had a similar problem, or your moisturizer caused 
your skin to turn red. How would you be influenced by these postings? Note that the 
1 
first quote focused on the objective performance of the product, whereas the second one 
focused on the consumer's subjective experience. Would you become more dissatisfied 
because you are more convinced that the product is flawed, or would you feel a little 
relieved knowing that there are other unfortunate consumers like you? 
The above quotes are examples of word-of-mouth (WOM) communication, 
which is widely considered an extremely important source of influence on consumer 
behavior (Brown and Reingen 1987; Herr, Kardes, and Kim 1991; Laczniak, DeCarlo, 
and Ramaswami 2001). According to a practitioner's report, word of mouth is the most 
influential media on purchase decisions (e.g., BIG research 2005). The influence of 
WOM is even more pronounced in the information era, as consumers now communicate 
more frequently and more efficiently (Thompson 2003). 
Much of WOM research focuses on the pre-purchase stage, where consumers 
obtain product information through WOM (Chevalier and Dina 2006; Gershoff and 
Johar 2006; Strebel and Tulin 2004; Yale and Gilly 1995). In this perspective, WOM is 
seen as a credible information source through which consumers initiate contact with 
others to obtain product information to make better decision. 
Another stream of WOM research on the pre-purchase stage is about opinion 
leadership and mavenism, concerns WOM propensity and influence as a function of 
individual characteristics (e.g., Feick and Price 1987; King and Summers 1970; Midgley 
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and Dowling 1993). This perspective sees the consumer as an altruistic fVOM giver, 
who willingly provides product information to would-be buyers. 
Research taking a post-purchase perspective typically views WOM as a response 
to (dis)satisfaction. Through WOM, satisfied consumers express their satisfaction and 
dissatisfied consumers vent their discontent (Fomell et al. 1996; Ward and Ostrom 
2006). In particular, negative WOM has generated much empirical interest because of its 
far-reaching impacts on other consumers (e.g.，Richins 1983，1987; Singh 1988). 
Interestingly, research on the influence of negative WOM has, implicitly or 
explicitly, focused on consumers in the pre-purchase stage. The influence of negative 
WOM on other consumers in the post-purchase stage remains largely unexplored. As the 
above Internet quotes suggest, dissatisfied consumers often have a strong motivation to 
communicate with others who have had similar problems. To fill a gap in the literature, 
this thesis addresses how negative WOM might impact other dissatisfied consumers in 
the post-purchase stage. 
The thesis also departs from previous research in terms of explanatory variables, 
that is, the content of WOM communication. Although there has been research 
discussing the information type in WOM (Laczniak, Thomas and Sridhar 2001), our 
research examines WOM information from a different perspective. The two Internet 
quotes illustrate, respectively, a WOM message that focuses on objective, evaluative 
information about a product and a WOM message that focuses on subjective, personal 
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experience. Formally, the contrast between these two different types of WOM messages 
and their respective effects on other consumers in the post-purchase stage constitutes the 
basic research question of this thesis. 
Intuitively, a negative WOM message should have negative impacts on other 
dissatisfied consumers. However, this thesis demonstrates that a negative WOM 
message may have an aggravating or an alleviating effect on consumer dissatisfaction, 
depending on the content of the WOM message. The former prediction is based on 
attitude polarization literature, whereas the latter prediction has its conceptual roots in 
social comparison research. 
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1.2 Research Overview 
This research contributes to the marketing literature in that we enrich the WOM 
research, especially regarding the effects of negative WOM. We integrate theories from 
attitude polarization and social comparison to identify two important types of negative 
WOM information, namely, personal WOM and non-personal WOM. Further, we 
explain and test how the different WOM information results in contrasting effects on 
consumers' dissatisfaction. Especially, we offer a counterintuitive prediction that 
negative WOM may not be so "negative" by testing the consumers' dissatisfaction 
change. 
Moreover, by integrating two important streams of literature, we contribute to 
the broader social science literature. On one hand, we identify a situation where getting 
information with people from similar experiences may not lead to attitude polarization. 
On the other hand, we enrich social comparison literature by applying the theory into 
consumer satisfaction domain. 
The rest of this paper is divided into three parts. First we review literature to 
develop our theoretical framework and the hypothesis. Second, we test our predictions 
by two experiments. Finally, the research concludes with a discussion on the 




We suggest that a negative WOM message may have different effects on other 
dissatisfied consumers. Specifically, we predict dissatisfaction aggravation when the 
message conveys non-personal, evaluative information and dissatisfaction alleviation 
when the message conveys personal, experiential information. The former prediction is 
based on attitude polarization research, whereas the latter prediction is based on the 
downward comparison literature. We now review the two streams of social psychology 
literature and pertinent research in marketing. 
2.1 Attitude Polarization and Dissatisfaction Aggravation 
2.1.1 Attitude Polarization 
Attitude polarization refers to the phenomenon where "people's attitude becomes 
more extreme in the direction of their initial attitude (Miller et al. 1993，p. 561)." For 
example, a politician who opposes capital punishment typically becomes more opposed 
to it after reading an article against capital punishment; a teacher with a positive 
evaluation of a student typically becomes more positive in his/her evaluation after 
hearing favorable comments about the student. Attitude polarization is usually studied in 
contexts where people receive social influence, in the form of group discussion (Myers 
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and Lamm 1976; Isenberg 1986), persuasion attempts (Menon et al. 2002; Mick 1992; 
Wood 2000), or product reviews (Mukherjee and Hoyer 2001). 
2.1.2 Explanations of Attitude Polarization 
Two complementary explanations are widely accepted as to why attitude 
polarization occurs, namely, normative influence and informational influence. 
The normative influence explanation is based on the assumption that people are 
"constantly motivated both to perceive and to present themselves in a socially desirable 
light" (Isenberg 1986, p. 1142). As a result, they would adjust an initial attitude to 
conform to the "expectations" of others (Myers and Lamm 1976; Visser and Mirabile 
2004). In particular, an initial attitude in line with the "expectations" of others would be 
strengthened. Moreover, people may even "amplify their responses when others are 
found to share their [views]" (Rao and Steckel 1991, p. 110). The normative influence 
explanation is most applicable to group discussion situations (Myers and Lamm 1976; 
Isenberg 1986) or when a discussion is anticipated (Duhachek et al. 2007). 
The informational influence explanation suggests that communication with like-
minded others strengthens the arguments for a view that one holds. The opinions of like-
minded others naturally instill confidence in the correctness of one's position (Visser 
and Mirabile 2004). Moreover, since it is unlikely that any given person has access to all 
the arguments in support of a position, communication with like-minded others 
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effectively expands the set of supporting arguments (Rao and Steckel 1991). This is 
especially the case when the information provided by others is perceived as valid or 
novel (Vinokur and Bumstein 1978). 
Brauer and Judd (1995) identify a subtle route of informational influence that 
contributes to attitude polarization. Specifically, communication with like-minded others 
results in repetition and elaboration of the shared attitude, thus increasing attitude 
accessibility and hence attitude confidence. More generally, attitude polarization may 
originate from "selective elaboration on the attitude consistent information" (Mukherjee 
and Hoyer 2001, p. 464). 
2.1.3 Attitude Polarization and Consumer Dissatisfaction 
Attitude polarization research is pertinent to understanding the impact of 
negative WOM on dissatisfied consumers. Specifically, the polarization literature 
suggests that exposure to negative product evaluations from other consumers (negative 
WOM) should result in an aggravation of consumer dissatisfaction. A recent study 
(Bohlmann et al. 2006) shows that, in general, satisfaction judgments indeed become 
more extreme as a result of sharing evaluative information with other consumers. 
Depending on the nature of the communication (e.g., face-to-face, telephone, 
email, Internet forum, etc.), different aspects of normative and informative influence 
may prevail. But the general prediction of group polarization research is that this 
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communication is conducive to dissatisfaction aggravation. 
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2.2 Downward Comparison and Dissatisfaction Alleviation 
2.2.1 Downward Comparison 
According to Festinger's (1954) social comparison theory, people often compare 
themselves with others because that would provide information for self-evaluation and 
self-improvement. Research based on Festinger's theory generally suggests a preference 
for comparison with slightly better others. For example, a student who failed the mid-
term may talk to another student who received a passing grade with the intention of 
doing better on the final exam. 
Besides self-evaluation and self-motivation, self-enhancement is another 
motivation for social comparison. Wills (1981) convincingly argues that negative affect 
- evokes a self-enhancement motivation to compare oneself downward with worse-off 
targets. This is because favorable comparison with less fortunate others enables a person 
to enhance subjective well-being. For example, a student who received a mere passing 
grade on an exam may feel better after talking to another student who failed the exam. 
Downward comparison as an "emotion-focused coping strategy" (Gibbons et al. 
2002) is widely used. Over the years, there has been considerable evidence that 
downward comparison has an alleviating effect on negative affect (Buunk and Gibbons 
2007). The motivation to engage in downward comparison is particularly salient in 
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situations where "frustration or misfortune has occurred that is difficult to remedy 
through instrumental action" (Wills 1981，p. 245). 
Downward comparison can occur in very subtle ways. For example, previous 
research has shown that subjective well-being may be enhanced even with imaginary 
targets who are worse off (Taylor, Wood, and Lichtman 1983). 
Despite the '^downward comparison" label, alleviation of negative affect can be 
achieved through comparison with those who are worse off (strong comparison) and 
those who are similarly unfortunate (weak comparison). To a person in a negative 
situation, both strong and weak comparisons can induce better feelings through the 
realization that "I'm not the only victim" or "someone else also suffers." 
- The effectiveness of weak comparison has received strong support in support 
group research. For example, the finding that emotionally distressed people report 
higher subjective well-being after interacting with people in similar situations is known 
as the "in the same boat phenomenon" (Shulman 1986). There is also evidence that the 
therapeutic effects of support groups are partly attributable to social comparison with 
similar others (Schiff and David 2000; Weinberg et al. 1995). 
Social comparison information has also been shown to be an important source of 
influence on consumer affect and behavior. For example, consumers waiting in a slow-
moving queue may derive some comfort from the long line behind them. Zhou and 
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Soman (2003) have shown that the number of people behind has a positive influence on 
the affective experience of waiting and the likelihood of staying in the queue. In other 
words, a larger number of less fortunate people enhances consumer affect and increases 
consumer tolerance. In the WOM context, consumers have been found to avoid 
unfavorable social comparison by misrepresenting product information (Argo, White, 
and Dahl 2006). 
2.2.2 Downward Comparison and Dissatisfaction Alleviation 
When dissatisfied, consumers may experience a range of negative emotions, 
such as anger, sadness, disappointment, regret, fear, guilt, and distress (Westbrook 1987; 
Westbrook and Oliver 1991; Yi and Baumgartner 2004). Given the frequent interactions 
between consumers, downward comparison should be a common strategy for 
dissatisfied consumers to alleviate negative affect. When dissatisfied consumers leam 
that other consumers have similar or worse experiences with a product or service, they 
may feel better about their own experience. From this perspective, negative WOM may 
have a positive impact on dissatisfied consumers, namely, dissatisfaction alleviation. 
Research on relationship satisfaction has documented the alleviating effect of 
downward comparison. For example, Buunk, Oldersma, and de Dreu's (2001) studies 
have revealed a satisfaction-enhancing effect of downward comparison for individuals 
in stable relationships, particularly for those experiencing relational discontent. 
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2.3 The Content of Negative WOM and Research Hypotheses 
2.3.1 The Evaluative Focus of Attitude Polarization Research 
The emphasis of attitude polarization research, especially that which concerns 
informational influence�is on the number, quality, and salience of arguments underlying 
a viewpoint or an evaluation. Hence, argument persuasiveness figures prominently in 
attitude polarization research. Along the same lines, there is a distinct focus on the 
evaluative aspect. This focus is evident from the substantive topics of prior research, 
such as social and political opinions (Isenberg 1986; Sunstein 2002), risky choices (Sia, 
Tan, and Wei 2002), and person perceptions (Myers 1975). This focus remains in the 
realm of consumer research. For example, polarization of consumer attitudes has been 
found to result from exposure to other consumers' arguments (Murali et al. 1996) and 
product ratings (Wooten and Reed 1998). 
2.3.2 The Experiential Focus of Downward Comparison Research 
By definition, social comparison is "the process of thinking about information 
about one or more other people in relation to the self (Wood 1996，p. 520). Previous 
research highlights personal aspects that are comparable across individuals, including 
situations, experiences, feelings, outcomes, performance, etc. (Kulik and Gump 1997). 
Nonetheless, there is a distinct focus on the experiential and emotional aspects of the 
comparison targets. Conceivably, this information about less fortunate others is 
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conducive to the enhancement of subjective well-being and the alleviation of negative 
affect. 
2.3.3 Hypotheses 
The two streams of literature reviewed above point to contrasting effects of 
negative WOM on dissatisfied consumers. According to the attitude polarization 
literature, negative WOM information should an aggravating effect on consumer 
dissatisfaction. In contrast, the downward comparison literature predicts an alleviating 
effect. We suggest that the contrasting predictions are the result of the evaluative focus 
of attitude polarization research versus the experiential focus of downward comparison 
research. In other words, the precise impact of negative WOM may be contingent on 
whether the WOM message is evaluative or experiential. 
In this thesis�we xamine the moderating influence of message content on the 
impact of negative WOM. When the WOM message focuses on attribute information 
and performance evaluations (rather than personal experiences), we expect the general 
result of attitude polarization research—an aggravation of pre-existing dissatisfaction. 
Formally, we advance the following hypothesis. 
HI: Upon receiving a negative WOM message that contains non-personal, 
evaluative information, the dissatisfaction level of dissatisfied consumers will become 
aggravated. 
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In contrast, previous research suggests that exposure to personal, experiential 
information about less fortunate others triggers a downward comparison motivation. 
Hence, a negative WOM message that focuses on personal experiences (rather than 
attribute information and performance evaluations) should result in enhancement of 
subjective well-being as documented in previous research. In other words, we predict an 
alleviation of pre-existing dissatisfaction. This is stated formally 
H2: Upon receiving a negative WOM message that contains personal, 





3.1 Experiment 1 
The objective of experiment 1 is to test the hypotheses by directly manipulating 
the content of WOM information. This is a scenario-based, paper-and-pencil experiment 
in the spirit of Zhou and Soman (2003). Scenario 1 portrays a consumption situation 
familiar to the research participants, namely, waiting for service in a bank. Scenario 2 
portrays a WOM episode involving a group of friends. 
3.1.1 Participants and Design 
Sixty participants with thirty females and thirty males were recruited on the 
campuses of CUHK and Lingnan University in April 2008. They voluntarily 
participated in the experiment for a small gift. They were randomly assigned to one of 
the two experimental conditions: personal WOM message and non-personal WOM 
message. Each experimental group consisted of 15 males and 15 females. 
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3.1.2 Procedure 
The procedure of this experiment was informed by recent attitude change 
research (Duhachek et al. 2007; Muthukrishnan and Chattopadhyay 2007). 
On arrival, all participants were told to imagine themselves waiting inside a bank. 
They then read a scenario about an unexpectedly long wait in the bank. Participants 
were then asked to rate their initial dissatisfaction (Time 1 dissatisfaction, Dl) toward 
the bank on three 10-point Likert scales anchored by strongly disagree (1) and strongly 
agree (10): I feel unhappy about my experience at the bank; I'm dissatisfied with the 
bank's performance; I'm not pleased with the bank's performance. 
After a brief delay, participants were presented another scenario, which contained 
a negative WOM message about the same bank from a friend. The content of the message 
was either personal or non-personal. A series of pretests ensured that both personal and 
non-personal messages (1) portrayed worse service experience than was portrayed in the 
first scenario and (2) were comparable in terms of negativity. 
After the manipulation, participants were asked to report their dissatisfaction 
again (Time 2 dissatisfaction, D2) using the same scales as the Time 1 measure. To 
reduce the impact of sheer memory, the three dissatisfaction items were shuffled. After 
this measurement, participants were asked to rate the perceived negativity of the WOM 
message on two 10-point Likert scales anchored by strongly disagree (1) and strongly 
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agree (10): Your friend had an unfavorable impression of the bank; Your friend 
encountered a serious problem at the bank. 
Besides the above confound check on message negativity, participants also rated 
the content of the WOM message on two 10-point Likert scales anchored by strongly 
disagree (1) and strongly agree (10): Your friend's message focused more on personal 
feelings than on the bank's service; Your friend's message focused more on personal 
consequences than on features of the bank. This served to check whether message content 
was successfully manipulated. After providing demographic data, participants were asked 
to guess the purpose of the experiment. (None of them guessed correctly.) Participants 
were thanked and debriefed. Appendix I contains the full materials for experiment 1. 
3.1.3 Manipulations 
Time 1 dissatisfaction was induced by this scenario: You wait in line at a bank to 
make an important payment. You only expect to spend a few minutes. There are already 
a number ofpeople ahead of you. The service is very slow. You notice that only 4 of the 
7 counters are open. You end up spending 20 minutes before you are served. Across 
both experimental groups, participants showed comparable levels of dissatisfaction 
(Mpersonai = 7.25, MNon-pereonai = 6.83, F < 1). Thus the inducing of initial dissatisfaction 
was deemed successful. 
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The explanatory variable, message content, was manipulated in a second 
scenario. Participants in the personal message condition read this scenario: You had 
dinner with a group of friends later that day. You told them your experience at the bank 
One of your friends said, "You are not alone. My experience was worse. Last time I was 
kept waiting for over 40 minutes in that bank I was late for an appointment because of 
that. I was really frustrated. I feel terrible about this\ Participants in the non-personal 
message condition read a different scenario: You had dinner with a group of friends 
later that day. You told them your experience at the hank. One of your friends said, 
"They did it again. Last time many people were waiting but the bank only had 2 of the 7 
counters open. The clerks were extremely slow. The service was really inefficient. They 
absolutely must hire more people and train them better�. 
3.1.4 Dependent Variable 
The dependent variable was the change of dissatisfaction from Time 1 to Time 2: 
AD = D2 - Dl. A positive AD indicates an aggravating effect and a negative AD 
indicates an alleviating effect. 
3.1.5 Results 
Manipulation Checks. According to the two-item negativity check (r = .83), the 
personal and non-personal messages were perceived as equally negative (Mpersonai 二 7.25， 
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MNon-personai = 7.50, F(l, 58) = .42, p > .50). This result excludes a potential confound 
that could have influenced the dependent variable. 
According to the two-item check for message content {r = .85), the personal 
message was rated as more personal than the non-personal message (Mpersonai = 6.61 vs. 
MNon-personai = 4.98,/? < .01). Thus, the mcssage content manipulation was effective. 
Hypothesized Effects. In support of hypothesis 1，AD was negative and 
significant for the personal message condition (MAD = -.46, F ( l � 29) = 7.49, p < .01). 
Conversely, AD was positive and significant for the non-personal message condition 
(MAD = .79, F(L, 29) = 103.81,/? < .001), thus confirming hypothesis 2 (See details in 
Table 1). In summary, we found that negative WOM had an alleviating effect on 
dissatisfaction when the message content is personal, and that it had an aggravating 
effect when the message content is non-personal. 
TABLE 1: STUDY 1 AD MEANS ACORSS TWO GROUPS* 
Condition Dissatisfaction Dissatisfaction AD n 
(Time 1) (Time 2) 
Personal W O M 7 3 0 ^ -.46 (.91) 30 
Non-personal ^ TM .79(1.31) ^ 
WOM 
*SD for AD means in parentheses 
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3.1.6 Post Hoc Analysis 
We had no prior hypothesis regarding gender effects. Yet we observed a gender 
difference in the personal message condition. When we split this experimental group by 
gender (Table 2), we found that the alleviating effect was driven by female participants 
(MAD = -.69，F(L, 14) = 5.51，；？ < .05) rather than by male participants (MAD = -.22, F(l, 
14) = 2.34，p > .10). Note that AD for males was in the predicted direction, but the 
magnitude was not statistically significant. 
There was no gender difference in the non-personal message condition. The 
aggravating effect was uniform across both males (MAD = .73, F(l, 14) = 10.12,/? < .01) 
and females (MAD = .84, F(L, 14) = 3.85, p =.07). There was no significant difference 
between males and females (F(l, 29) = .05，/? > .1). 
TABLE 2: STUDY 1 GENDER DIFFERENCE IN ALLEVIAITION CONDITION* 
Condition Dissatisfaction Dissatisfaction AD n 
(Time 1) (Time 2) 
Personal Male t I s ^ -.22 (.56) 15 
WOM Female ^ - . 6 9 ( 1 . 1 4 ) 1 5 
Non-personal Male ^ 7l47 .73 (.89) 15 
WOM Female ^ .84(1.67) 15 
*SD for AD means in parentheses 
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3.1.7 Discussion 
Study 1 demonstrated an intriguing phenomenon: a negative WOM message 
could have opposite effects on consumer dissatisfaction, depending on the message 
content. As predicted, a personal (non-personal) message had an alleviating (aggravating) 
effect on dissatisfaction. Although the aggravating effect is in line with prior attitude 
polarization research, we suggest that the counterintuitive alleviating effect is 
attributable to a downward comparison process seldom explored in the consumer 
behavior literature. 
Post-hoc analysis revealed a gender difference in the personal message condition. 
Specifically, the alleviating effect was only significant for female consumers. In 
retrospect, this result is explainable in terms of previous gender-based research, which 
suggests that female consumers are more communal (Meyers-Levy and Brian 1991) and 
are more influenced by other-focused information (Meyers-Levy 1988). If the 
downward comparison explanation applies to both genders, the alleviating effect should 
manifest among male consumers when their social comparison tendency is 
experimentally enhanced. 
Against this background, we designed a new experiment that focused on the 
alleviation effect of negative WOM. 
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3.2 Experiment 2 
3.2.1 Overview 
Experiment 2 was conducted to achieve the following goals. First, we sought to 
demonstrate an alleviating effect of negative WOM across genders. Toward this goal, 
we used a contextual priming method by situating a personal WOM message in either a 
person-focused context or a product-focused context- The person-focused context, 
which highlighted personal situations (rather than products and services), was expected 
to bring about an alleviating effect among male consumers through a heightened 
downward comparison tendency (group 1 in table 3). In contrast, the product-focused 
context, which highlighted products and services (rather than personal situations), 
should mitigate the alleviating effect even for female consumers (group 4 in table 3). 
Notably, the moderating influence of a person-focused versus product-focused context 
would lend support to the downward comparison explanation regarding the alleviating 
effect of negative WOM on consumer dissatisfaction. Moreover we predict that the 
person-focused context, together with personal WOM information, would still result in 
an alleviating effect among female consumers (group 2 in table 3). For male consumers 
given personal WOM information, when they are situated in a product-focused context, 
there will be no alleviation (group 3 in table 3). 
The second goal of experiment 2 was to illuminate the process of dissatisfaction 
alleviation. Given the personal message, we expect consumers would generate social 
comparative thoughts such as "I'm luckier than he is" or "his situation is worse." We 
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also expect that consumers would generate more comparative thoughts when their 
dissatisfaction is alleviated (group 1 + group 2 in table 3) than when their dissatisfaction 
is not alleviated (group 3 + group 4 in table 3). 
3.2.2 Participants and Design 
Eighty undergraduate students from CUHK participated in the experiment in 
June 2008 in exchange for $30. Male and female participants were randomly assigned to 
one of the four experimental conditions as shown in the following table (Table 3). As in 
experiment 1，the dependent variable was AD. 
TABLE 3: HYPOTHESIZED PREDICTIONS ACROSS FOUR GROUPS 
- Group Manipulation Predicted result 
Group 1 Male participants in a person-focused context Alleviation 一 
Group 2 Female participants in a person-focused context Alleviation 
Group 3 Male participants in a product-focused context No alleviation 
Group 4 Female participants in a product-focused context No alleviation 
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3.2.3 Procedure 
The procedure was identical to that of experiment 1 with the following 
modifications. First, participants were given the context manipulation prior to the WOM 
message. The person-focused scenario began with: You had dinner with a group of 
friends later that day. The conversation centered around some unpleasant situations 
that you and your friends were in. The product-focused scenario began with: You had 
dinner with a group of friends later that day. The conversation centered around some 
low quality products and services in the market. Participants then read a personal WOM 
message identical to that used in experiment 1. 
Second, after D2 was measured, participants were instructed to write down any 
feelings or thoughts that they had when they were reading the WOM message. 
3.2.4 Results 
Manipulation Checks. We calibrated the context manipulation using a pretest. 
Message context was rated on two 10-point scales anchored by strongly disagree (1) and 
strongly agree (10): The conversation at the dinner was mainly about personal 
experiences and situations; The conversation at the dinner was mainly about products 
and services (reversed). Compared with those in the product-focused condition, 
participants in the person-focused condition rated the conversation as more about 
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personal experiences and situations than participants in the product-focused condition 
(Mperson-focused = 7.40; Mproduct-focused = 5.47; p < .00). Thus, the contcxt manipulation was 
successful. 
Predicted Effects. A 2 x 2 ANOVA with AD as dependent variable and gender 
and message context as independent variables showed a significant main effect of 
message context (F(l,78) = 4.01，p < .05). No other effects were significant. 
Dissatisfaction alleviation was significant in the person-focused condition (Mperson-focused 
=- .61 ; F(l,40) = 29.228; p < .00), but was not significant in the product-focused 
condition (Mproduct-focused = -.09; F> 1) (see Table 4). 
TABLE 4: STUDY 2 AD MEANS ACROSS TWO GROUPS* 
Condition - Dissatisfaction Dissatisfaction AD n 
(Time 1) (Time 2) 
Person-focused context T ^ -.61 (.72) 41 
(Group 1 + Group 2) 
Product-focused context 7 J 5 7^05 - .09(1.47)~~^ 
(Group 3 + Group 4) 
*SD for AD means in parentheses 
When we analyzed the four experimental groups separately, the results were all 
in the predicted directions (see Table 5). As expected, male participants in the person-
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focused condition (group 1) showed significant dissatisfaction alleviation (M = -.55; 
7^(1�19) = 8.88, p < .01). Not surprisingly, female participants in the person-focused 
condition (group 2) also showed significant dissatisfaction alleviation (M = -.63; F(l,19) 
=15.62，；？ < .01). However, the alleviating effect was non-existent (M = .06; F(l�17) < 1) 
for male participants in the product-focused condition (group 3). Interestingly, the same 
was true for female participants in the product-focused condition (M = -.24; F(l,21) < 1). 
TABLE 5: STUDY 2 AD MEANS ACROSS FOUR GROUPS * 
Condition Dissatisfaction Dissatisfaction AD n 
(Time 1) (Time 2) 
Pe r son -Ma le (Group 1) ^ -.57 (.76) 
focused Female(Group 2 ) ~ ~ H m -.65 ( . 7 0 ) ^ 
context 
Product-Male(Group 3) TA3 7J9 . 06 (1 .47 )18 
focused Female(Group 4 ) 1 ~ A 6 ^ .22(1.49) "21 
context 
*SD for AD means in parentheses 
Results of Thought-listing. To examine the underlying mechanism, we follow the 
method employed by Sauser, Dickson and Lord (1992). Participants' responses were 
coded as "comparative thoughts" or "non-comparative thoughts" by two trained judges 
who were blind to the experiment conditions. A comparative thought captures how the 
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consumer thinks s/he is better or worse than other consumers. Thoughts that do not 
show such comparative meanings were coded into "non-comparative thoughts" (see 
Appendix for examples of listed thoughts). The percentage of agreement was 92%. A 
discussion resolved the disagreements. 
As we expected, there was a higher proportion of comparative thoughts in the 
alleviating condition (group 1 + group 2) than in the non-alleviating condition (group 3 
+ group 4) (p < .05). This result supports our theory that dissatisfied consumers make 
downward comparison to have the dissatisfaction alleviated. 
TABLE 6: CHI-SQUARE-TEST OF LISTED THOUGHTS 
Condition Dissatisfaction Dissatisfaction 
Alleviation Aggravation 
(Person-focused context) (Product-focused context) 
Group 1 + Group 2 Ti 
Group 3 + Group 4 ^ 
Chi-square = 5.61,/? < .05 
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3.2.5 Discussion 
The results of experiment 2 provide further evidence that negative WOM can 
have an alleviating effect on dissatisfaction. Specifically, negative WOM in terms of a 
personal message alleviated dissatisfaction for males as well as for females. Moreover, 
experiment 2 also demonstrated the importance of message context. Given a personal 
message, a person-focused context helped elicit an alleviating effect for males, but a 
product-focused context reduced the effect for females to non-significance. 
Conceptually, the availability and salience of another consumer's negative 
consumption experience are both pertinent to the downward comparison phenomenon. 
A person-focused context facilitates the processing of the personal message. As a result 
of the ensuing downward comparison, subjective well-being is enhanced and 
dissatisfaction alleviated. However, a product-focused context hinders the processing of 
the personal message (and the making of downward comparisons). The result is an 
attenuation, if not an elimination, of the dissatisfaction alleviation. 
One weakness of experiment 2 was that social comparison tendency did not 
emerge as a significant moderator of the alleviating effect. This issue could be addressed 
with a more powerful design, which builds in high and low scores of social comparison 
tendency rather than measuring the scores during the experiment. Alternatively, more 
direct process measures of social comparison could be employed to ascertain the 




4.1 Theoretical Contributions 
The current research contributes to the extant literature in the following ways. 
First, it advances attitude polarization and downward comparison literature by 
finding that each stream of literature focuses on different nature of information. 
Consistent with prior research, the result of this thesis confirms that when the 
external information is consistent with information receiver's initial attitude, the 
receiver's attitude gets polarized. By reviewing literature, we further find out that this 
information conveyed when polarization occurs is evaluative and with not much 
emphasis on personal aspect. 
This thesis also extends the downward comparison literature. The result of 
dissatisfaction alleviation not only converge with prior research that downward 
comparison leads to enhanced subject well-being, but also provides evidence for the 
new notion that the information conveyed during downward comparison process is 
about personal experience, contrary to the information in the polarization process. 
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Second, it adds to the marketing literature by examining negative WOM's 
influence on consumer's dissatisfaction. 
Through integration of literature in attitude polarization and downward 
comparison, we identify two different types of WOM information that leads to different 
impacts on dissatisfaction (experiment 1). When the information conveyed in negative 
WOM focuses on WOM giver's non-personal, evaluative information about the product 
or service, this information is seen consistent with WOM receiver's initial attitude. 
According to the above explanations of polarization, WOM giver's description adds to 
the receiver's attitude confidence. Through a normative and informational influence 
process, the non-personal, evaluative WOM information and initial attitude lead to the 
polarized overall attitude toward the product or service. Thus dissatisfaction aggravation 
happens. 
The more interesting thing is, when the information conveyed in negative WOM 
focuses on WOM giver's personal, experiential information about the product or service, 
this information will stimulate WOM receiver to automatically compare downwardly 
with WOM giver. According to the above explanation of downward comparison, WOM 
receiver's negative feelings resulted from his or her own experience will be mitigated. 
This enhanced subjective well-being will then positively influence consumer's re-
evaluation of his or her own experience, which leads to dissatisfaction alleviation. 
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These findings of dissatisfaction aggravation and alleviation enrich WOM 
research. WOM influences consumer not only in pre-purchase condition as prior 
research suggests, that is, influences consumer's decision, but also in post-purchase 
condition, that is, influences consumer's dissatisfaction level. Further, our result 
challenges the traditional view about negative WOM in that under some circumstances 
negative WOM may dampen dissatisfaction through a way of downward comparison. 
4.2 Managerial Implications 
WOM communication among consumers is of growing importance to marketers. 
Traditionally marketers are concerned about negative WOM and its possible bad 
influences on sales and firm image. Our research suggests that interacting with other 
dissatisfied consumers might help alleviate dissatisfaction in some cases. Thus giving 
negative WOM information may not be so bad if the information is experience- and 
person-focused. Marketers should further try to proactively manage different negative 
WOM among dissatisfied consumers' communication. 
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4.3 Limitations and Future Research 
It is important to note that, the negative WOM message to which consumers 
were exposed was in a "strong" form. That is, the WOM sender was in a "worse" 
situation than the WOM receiver so that the receiver made "strong form" of downward 
comparison with the sender. Given that "weak form" of downward comparison may also 
lead to enhanced subject well-being and thus an alleviating effect, as we discussed in the 
above part of this thesis, we predict that a "weak form" WOM message would also lead 
to dissatisfaction alleviation. We did not test this prediction in the current research. 
Future research should extend it. 
The current research focused on testing dissatisfaction change when the WOM 
giver and receiver have similar consumption experience, that is, they possess the same 
product or use the same kind of service. Future research should examine whether 
dissatisfied consumers would make downward comparison with worse-off others who 
have the different product or service and whether this will lead to dissatisfaction 
alleviation. 
According to Wills's (1981) explanation, the downward comparison process 
occurs "on either a passive basis or an active basis." People may make automatic 
downward comparison when a comparison target or the comparison info is made salient, 
or actively seek a downward comparison target or "manufacture" a virtual target. In our 
context of consumer dissatisfaction, we only test the situation that consumers passively 
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accept negative WOM information. Future research should examine whether dissatisfied 
consumers would actively seek out a downward target and information, and see how this 
seeking would influence dissatisfaction change. 
Finally, our research provides evidence for the mechanism that underlie the 
dissatisfaction change processes by increasing or decreasing the chance of downward 
comparison through a way of contextual priming (experiment 2). However, we did not 
test the mediating effect of downward comparison and attitude polarization. As Zhou 
and Soman (2003) noted, "the development and testing of a scale to measure the degree 
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APPENDIX I: QUESTIONNAIRE FOR EXPERIMENT 1 
Consumer Questionnaires 
• Hi! I'm Selina. Thank you for your participation! 
This is a survey about your perception of products and services. The results of this study 
will contribute to our knowledge of consumer behavior. All the information that you 
provide will be kept anonymous. 
Note that there are no right or wrong answers. We are only interested in your genuine 
opinions. We ask that you respond truthfully and naturally to several questionnaires. 
Please complete the questionnaires one by one. 
The first questionnaire asks you to imagine yourself waiting inside 
a bank. Please carefully read the paragraph on the following page 
and genuinely place yourself in the situation described. 
Please go to the next page. 
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Questionnaire 1 
You wait in line at a bank to make an important payment. You only expect to spend a 
few minutes. There are already a number of people ahead of you. The service is very 
slow. You notice that only 4 of the 7 counters are open. You end up spending 迎 
minutes before you are served. 
Please rate each of the following statements by circling the numbers that best represent 
how you feel. 
1 indicates you strongly t//saqree and 10 indicates you strongly agree. 
strongly Strongly 
disagree agree 
1 I feel unhappy about my experience at the bank. 1 2 3 4 5 6 7 8 9 10 
2 I'm dissatisfied with the bank's performance. 1 2 3 4 5 6 7 8 9 10 
3 I'm not pleased with the bank's performance. 1 2 3 4 5 6 7 8 9 10 
Please go to the next page. 
48 
The next questionnaire asks you to imagine yourself talking to 
your friends about your experience at the bank described above. 
Please carefully read the paragraph on the following page and 
qenui门elv place yourself in the situation described. 
Please go to the next page. 
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Questionnaire 2 
Non-personal, evaluative WOM information 
You had dinner with a group of friends later that day. You told them your experience at 
the bank. One of your friends said, "They did it again. Last time many people were 
waiting but the bank only had 2 of the 7 counters open. The clerks were extremely slow. 
The service was really inefficient. They absolutely must hire more people and train them 
better." 
Personal, experiential WOM information 
You had dinner with a group of friends later that day. You told them your experience at 
the bank. One of your friends said, "You are not alone. My experience was worse. Last 
time I was kept waiting for over 40 minutes in that bank. I was late for an appointment 
because of that. I was reallv frustrated. I feel terrible about this!" 
1 
After listening to your friend, please answer the following questions by circling the 
numbers that best represent how you now feel about your experience in this bank. 
~ strongly Strongly 
disagree agree 
1 I'm dissatisfied with the bank's performance. 1 2 3 4 5 6 7 8 9 10 
2 I'm not pleased with the bank's performance. 1 2 3 4 5 6 7 8 9 10 
3 I feel unhappy about my experience at the bank. 1 2 3 4 5 6 7 8 9 10 
Questionnaire 3 
Please read the paragraph about vour friend's experience at the bank. Rate the following 
statements by circling the numbers that best represent how you fee丨 about your friend's 
message. 
‘ “ jStrongly Strongly 
disagree agree 
1 Your friend had an unfavorable impression of the bank. 1 2 3 4 5 6 7 8 9 10 
2 Your friend encountered a serious problem at the 1 2 3 4 5 6 7 8 9 10 
bank. 
Please go to the next page. 
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Questionnaire 1 
Now please go back to page 4 and read the paragraph about your friend's experience at 
the bank. Rate the following statements by circling the numbers that best represent how 
you feel about your friend's message. 
[strongly Strongly 
disagree agree 
1 Your friend's description focused more on personal 1 2 3 4 5 6 7 8 9 1 0 
feelings than on the bank's service. 
2 Your friend's description focused more on persona 丨 1 2 3 4 5 6 7 8 9 10 
consequences than on features of the bank. 
3 The situation described by your friend is easy to 1 2 3 4 5 6 7 8 9 10 
understand. 
4 The situation described by your friend is realistic. 1 2 3 4 5 6 7 8 9 10 
Questionnaire 5 
Background Information (Please circle or write in your answers to the following questions): 
1. You are: 
a. male b. female 
2. Your age is: 
a. below 18 b. 19-22 c. 23-26 d. 27-30 e. above 30 
3. You are from: 
a. Hong Kong b. Mainland China c. Other 
4. What do you think is the purpose of this research? 
End of questionnaire. Thank you very much! • 
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APPENDIX II: QUESTIONNAIRES FOR EXPERIMENT 2 
Consumer Questionnaires 
• Hi! I'm Selina. Thank you for your participation! 
This is a survey about your perception of products and services. The results of this study 
will contribute to our knowledge of consumer behavior. All the information that you 
provide will be kept anonymous. 
Note that there are no right or wrong answers. We are only interested in your genuine 
opinions. We ask that you respond truthfully and naturally to several questionnaires. 
Please complete the questionnaires one by one. 
The first questionnaire asks you to imagine yourself waiting inside 
a bank. Please carefully read the paragraph on the following page 
and genuinely place yourself in the situation described. 
Please go to page 2. 
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Questionnaire 1 
You wait in line at a bank to make an important payment. You only expect to spend a 
few minutes. There are already a number of people ahead of you. The service is very 
slow. You notice that only 4 of the 7 counters are open. You end up spending 20 
minutes before you are served. 
Please rate each of the following statements by circling the numbers that best represent 
how you feel. 
1 indicates you strongly disagree and 10 indicates you strongly agree. 
[strongly Strongly 
disagree agree 
1 I feel unhappy about my experience at the bank. 1 2 3 4 5 6 7 8 9 10 
2 I'm dissatisfied with the bank's performance. 1 2 3 4 5 6 7 8 9 10 
3 I'm not pleased with the bank's performance. 1 2 3 4 5 6 7 8 9 10 
Please go to page 3. 
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The next questionnaire asks you to imagine yourself talking to 
your friends about your experience at the bank described above. 
Please carefully read the paragraph on the following page and 
genuinely place yourself in the situation described. 




You had dinner with a group of friends later that day. The conversation centered around 
some of the low QuaUtv products and services in the market. 
When you told them what happened at the bank, one of your friends said, "You are not 
alone. My experience was worse. Last time I was kept waiting for over 40 minutes in that 
bank. • was late for an appointment because of that. • was really frustrated. I feel very 
terrible about this!" 
Product-focused context 
You had dinner with a group of friends later that day. The conversation centered around 
some unpleasant situations that vou and your friends were in. 
When you told them what happened at the bank, one of your friends said, "You are not 
alone. My experience was worse. Last time I was kept waiting for over 40 minutes in that 
bank. • was late for an appointment because of that. • was really frustrated. I feel terrible 
about this!" 
Please answer the following questions by circling the numbers that best represent how 
you now feel about vour experience in this bank. 
“ strongly Strongly 
disagree agree 
1 I'm dissatisfied with the bank's performance. | l 2 3 4 5 6 7 8 9 1 0 
2 I'm not pleased with the bank's performance. | l 2 3 4 5 6 7 8 9 1 0 
3 I feel unhappy about my experience at the bank. 1 2 3 4 5 6 7 8 9 1 0 
Questionnaire 3 
Please write down whatever feelings or thoughts that you had when you read vour friend's 




Please go to next page. 
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Questionnaire 1 
Please rate each of the following statements by circling the numbers that best 
represent how you feel. 
strongly Strongly 
disagree agree 
1 I always pay a lot of attention to how I do things 1 2 3 4 5 6 7 8 9 10 
compared with how others do things. 
[l^ 經常會留心比較自己和別人如何做事。 
2 If 丨 want to find out how well 丨 have done something, I 1 2 3 4 5 6 7 8 9 10 




3 I am not the type of person who compares often with 1 2 3 4 5 6 7 8 9 10 
others. 
不是那種經常跟別人比較的人。 
4 丨 often compare myself with others with respect to what 1 2 3 4 5 6 7 8 9 10 
I have accomplished in life. 
我常常把自己在人生中取得的成就跟別人的成就進行比 
較° 
5 I often try to find out what others think who face similar 1 2 3 4 5 6 7 8 9 10 
problems as I face. 
常常試圖去發現跟我面臨同樣問題的人的想法。 
6 If I want to learn more about something, I try to find 1 2 3 4 5 6 7 8 9 10 
out what others think about it. 
1$口果我想學點新東西，我會去看看別人是怎麼想的。 
7 I always like to know what others in a similar situation 1 2 3 4 5 6 7 8 9 10 
would do or feel. 
b總是想知道在同樣情況下別人是怎麼做或怎麼想的。 
8 丨 never consider my situation in life relative to that of 1 2 3 4 5 6 7 8 9 10 
other people. 
—我從來不把自己的情況跟別人比較。 
9 丨 often compares how my loved ones (boy or 1 2 3 4 5 6 7 8 9 10 
girlfriend, family members, etc.) are doing with how 




10 丨 often compare how I am doing socially (e.g., social 1 2 3 4 5 6 7 8 9 10 
skills, popularity) with other people. 
—我經常與別人比較自己的社交能力。 
11 I often like to talk with others about mutual opinions 1 2 3 4 5 6 7 8 9 10 
and experiences. 
b經常喜歡跟別人討論彼此的想法和經歷。 
Please go to next page. 
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Questionnaire 1 
Background Information (Please circle or write in your answers to the following questions): 
1. You are: 
a. male b. female 
2. Your age is: 
a. below 18 b. 19-22 c. 23-26 d. 27-30 e. above 30 
3. You are from: 
a. Hong Kong b. Mainland China c. Other 
4. What do you think is the purpose of this research? 
End of questionnaire. Thank you very much! • 
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APPENDIX II: QUESTIONNAIRES FOR EXPERIMENT 2 
Consumer Questionnaires 
• Hi! I'm Selina. Thank you for your participation! 
This is a survey about your perception of products and services. The results of this study 
will contribute to our knowledge of consumer behavior. All the information that you 
provide will be kept anonymous. 
Note that there are no right or wrong answers. We are only interested in your genuine 
opinions. We ask that you respond truthfully and naturally to several questionnaires. 
Please complete the questionnaires one by one. 
The first questionnaire asks you to imagine yourself waiting inside 
a bank. Please carefully read the paragraph on the following page 
and genuinely place yourself in the situation described. 
Please go to page 2. 
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Questionnaire 1 
You wait in line at a bank to make an important payment. You only expect to spend a 
few minutes. There are already a number of people ahead of you. The service is very 
slow. You notice that only 4 of the 7 counters are open. You end up spending 20 
minutes before you are served. 
Please rate each of the following statements by circling the numbers that best represent 
how you feel. 
1 indicates you strongly disagree and 10 indicates you strongly agree. 
IStrongly Strongly 
disagree agree 
1 • feel unhappy about my experience at the bank. 1 2 3 4 5 6 7 8 9 10 
2 I'm dissatisfied with the bank's performance. 1 2 3 4 5 6 7 8 9 10 
3 I'm not pleased with the bank's performance. 1 2 3 4 5 6 7 8 9 10 
Please go to page 3. 
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The next questionnaire asks you to imagine yourself talking to 
your friends about your experience at the bank described above. 
Please carefully read the paragraph on the following page and 
genuinely place yourself in the situation described. 




You had dinner with a group of friends later that day. The conversation centered around 
some of the low Quality products and services in the market 
When you told them what happened at the bank, one of your friends said, "You are not 
alone. My experience was worse. Last time I was kept waiting for over 40 minutes in that 
bank. I was late for an appointment because of that. I was really frustrated. I feel very 
terrible about this!" 
Product-focused context 
You had dinner with a group of friends later that day. The conversation centered around 
some unpleasant situations that vou and your friends were in. 
When you told them what happened at the bank, one of your friends said, "You are not 
alone. My experience was worse. Last time I was kept waiting for over 40 minutes in that 
bank. I was late for an appointment because of that. I was really frustrated. I feel terrible 
about this!" 
Please answer the following questions by circling the numbers that best represent how 
you now feel about vour experience in this bank. 
‘ strongly Strongly 
disagree agree 
1 I'm dissatisfied with the bank's performance. | l 2 3 4 5 6 7 8 9 1 0 
2 I'm not pleased with the bank's performance. | l 2 3 4 5 6 7 8 9 1 0 
3 丨 feel unhappy about my experience at the bank. | 1 2 3 4 5 6 7 8 9 1 0 
Questionnaire 3 
Please write down whatever feelings or thoughts that you had when you read vour friend's 




Please go to next page. 
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Questionnaire 1 
Please rate each of the following statements by circling the numbers that best 
represent how you feel. 
ptrongly " Strongly 
disagree agree 
1 I always pay a lot of attention to how I do things 1 2 3 4 5 6 7 8 9 10 
compared with how others do things. 
一經常會留心比較自己和別人如何做事。 
2 If 丨 want to find out how well I have done something, I 1 2 3 4 5 6 7 8 9 1 0 




3 丨 am not the type of person who compares often with 1 2 3 4 5 6 7 8 9 10 
others. 
不是那種經常跟別人比較的人。 
4 I often compare myself with others with respect to what 1 2 3 4 5 6 7 8 9 10 
I have accomplished in life. 
我常常把自己在人生中取得的成就跟別人的成就進行比 
較 ° 
5 I often try to find out what others think who face similar 1 2 3 4 5 6 7 8 9 10 
problems as I face. 
b戈常常試圖去發現跟我面臨同樣問題的人的想法° 
6 If 丨 want to learn more about something, I try to find 1 2 3 4 5 6 7 8 9 10 
out what others think about it. 
h口果我想學點新東西，我會去看看別人是怎麼想的° 
7 I always like to know what others in a similar situation 1 2 3 4 5 6 7 8 9 10 
would do or feel. 
總是想知道在同樣情況下別人是怎麼做或怎麼想的。 
8 I never consider my situation in life relative to that of 1 2 3 4 5 6 7 8 9 10 
other people. 
從來不把自己的情況跟別人比較。 
9 I often compares how my loved ones (boy or 1 2 3 4 5 6 7 8 9 10 
girlfriend, family members, etc.) are doing with how 




10 I often compare how 1 am doing socially (e.g., social 1 2 3 4 5 6 7 8 9 1 0 
skills, popularity) with other people. 
—我經常與別人比較自己的社交能力。 — -
11 I often like to talk with others about mutual opinions 1 2 3 4 5 6 7 8 9 
and experiences. 
—我經常喜歡跟別人討論彼此的想法和經歷° 
Please go to next page. 
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Questionnaire 5 
Background Information (Please d r M ^ your answers to the following questions): 
1 • You are: 
a. male b. female 
2. Your age is: 
a. below 18 b. 19-22 c. 23-26 d. 27-30 e. above 30 
3. You are from: 
a. Hong Kong b. Mainland China c. Other 
4. What do you think is the purpose of this research? 
End of questionnaire. Thank you very much! • 
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APPENDIX III: SAMPLES OF THOUGHTS FOR EXPERIMENT 2 
It makes me feel less frustrated 
Lucky me 
跟 f r iend有共鸣 
Someone has the same experience as me 
rm not the only one 
His experience is even worse 
Feel more relieved as my friend is pooer than me 
Fm not the only one experiencing the poor service 
My friend shared a common situation with me.感同身受 
Their experience may be much wores than me. I'm not as poor as them 
My experience was not alone 
我比他幵心 
I feel balanced in my heart 
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